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Introduction:

The Crossroads
of Customer Service

Customer service is at a crossroads.
Expectations are rising faster than most
organizations can keep up, and new

Al technologies are reshaping what'’s
possible.

The traditional contact centre model

— built around cost control and reactive
issue handling — is no longer fit for
purpose. It leads to long waits, high
employee turnover, frustrated
customers, and mounting expenses.
Left unchecked, this cycle erodes both
brand loyalty and profitability.
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At the same time, Al is creating a new
path forward. It’s no longer a “future
concept” but a practical toolset already
transforming how leading organizations
engage with their customers.

This guide lays out a blueprint for that
transformation: why the old model is
failing, how Al can unlock new value,
and what steps leaders can take today
to build a more resilient, efficient, and
customer-centric service operation.



The Breaking Point:
Why the Traditional Model
Is Failing




Chapter 1: The Breaking Point: Why the Traditional Model is Failing

Before Al, the contact centre was fragile by design. Costs were high, agents were under
constant pressure, and customers rarely left satisfied. These weren’t isolated problems —
they were symptoms of a broken system.

1.1 The Vicious Cycle of Inefficiency

High Agent Attrition

Turnover has always been one of the industry’s biggest challenges. Many call centres
see 30-40% of their agents leave each year — far higher than most sectors. ' This
constant churndrives up recruitment and training costs and leaves customers dealing

with inexperienced agents. Service quality suffers, morale drops, and the cycle
continues.

Misleading Performance Metrics

Traditional performance metrics often make matters worse. Measures like Average
Handle Time (AHT) reward speed, not quality. Agents rush calls to hit targets, which
may look efficient on paper but leaves customers frustrated with unresolved issues.

Instead of fixing the real problems, outdated KPIs push behaviours that damage
customer trust.

The Downward Spiral

Theseissues feedintoeach other:

High call volumes and repetitive work lead to burnout.

Burnout drives turnover, leaving teams full of new hires.

Customers call back multiple times, driving volumes even higher.

L
&
1’: Inexperienced agents struggle with complex issues, lowering first-contact resolution.
i
z Pressure mounts, and the cycle repeats.

This isn't a set of small inefficiencies — it’s a structural failure. Left alone, the traditional
modelinevitably spirals toward higher costs and lower quality.

" https://www.insigniaresource.com/research/call-centre-turnover-rates/
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Chapter 1: The Breaking Point: Why the Traditional Model is Failing

1.2 The Inflection Point: Two Converging Forces

Two forces now make change urgent and unavoidable:

Force 1: Rising Customer Expectations

In today’s digital economy, customers expect service that is fast, effortless, and
personal. McKinsey research shows that 71% of consumers expect personalized
interactions, and 76% become frustrated when companies don’t deliver. 2 The
customer experience has become asimportant as the productitself.

Force 2: The Maturation of Al Technology

Al has now advanced to the point where it can meet these expectations at scale.
According to PwC, nearly 80% of executives say they are already adopting Al
agents, and most believe it will give them a competitive advantage within the
year.3This marks adecisive shift. Alisnolonger afutureidea — itis apresent-day
necessity for every customer service organization.

2 https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
S https://www.pwc.com/us/en/tech-effect/ai-analytics/ai-agent-survey.html
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Chapter 2: The Al Toolkit: A New Vanguard of Technology

The modern contact centre transformation isn’t driven by a single “Al” but by a suite of
interconnected technologies. Understanding the specific capabilities of each tool is
essential for leaders aiming to reinvent customer service.

2.1 Core Al Capabilities

Conversational Al (Chatbots & Voicebots)

Automated interfaces that interact with customers via text or voice. Using Natural
Language Processing (NLP), they understand intent, process requests, and provide
24/7 support without humanintervention.

Predictive Analytics

Analyzes historical data to forecast call volumes and optimize staffing. It also
enables intelligent routing, matching customers to the agents best suited to
resolve theirissues.

Agent-Assist Tools

Support human agents in real time by suggesting relevant knowledge, next-best
actions, or compliance reminders. These tools reduce cognitive load and improve
efficiency during live interactions.

Generative Al (GenAl)

Powered by Large Language Models, GenAl creates new content instead of just
analyzing data. It can summarize conversations, draft personalized messages, and
evaluate allinteractions for quality assurance.

Agentic Al

The most advanced capability, Agentic Al can take a high-level goal, break it into
steps, and execute them across multiple systems without human supervision. For
example, it could handle a full return and refund — from accessing the order system
toupdating the CRM — autonomously.
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Chapter 2: The Al Toolkit: A New Vanguard of Technology

2.2 Mapping Technology to Business Functions

Al technologies can be applied across different business functions, creating a system that
tackles pain points throughout the service ecosystem.

Intelligent Self-Service

Conversational Al handles high volumes of simple queries, reducing pressure on
human agents. For example, an energy company cut billing-related calls by 20% and
shortened customer authentication times by up to 60 seconds using an Al voice
assistant.

Streamlined Operations

Generative Al automates quality assurance, analyzing 100% of calls, chats, and emails
with over 90% accuracy—far beyond the 1-2% manual review possible with
traditional QA.

Agent Empowerment

Agent-assist tools and GenAl support human agents in real time. GenAl also
automates After Call Work, generating instant summaries so agents can focus on the
next customer, boosting productivity and morale.

Proactive Engagement

Agentic Al and predictive analytics enable proactive service. They can detect issues
like service outages, notify affected customers, and provide resolutions before
customersevenreachout.
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Chapter 2: The Al Toolkit: A New Vanguard of Technology

2.3 The Al Maturity Journey: A Phased Roadmap

Al adoption follows a strategic maturity
path rather than a set of disconnected
tools. A phased approach lets
organizations build capabilities
gradually while managing risk.

Phase 1: Foundational Automation
Start with Conversational Al to handle
simple, high-volume queries. The
resulting data sets the stage for more
advanced applications.

Phase 2: Agent Augmentation

Use Agent-Assist tools to support
human agents in managing complex or
escalated interactions more effectively.

Phase 3: Operational Optimization
Add Predictive Analytics to optimize
routing, ensuring complex issues reach
the best-equipped agents.

Phase 4: End-to-End Autonomy
Deploy Agentic Al to automate entire
business processes from start to finish.

This roadmap turns a wide array
of technologies into a clear,
actionable plan, helping leaders
make strategic, phased
investments in Al.
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Chapter 3: The Value Equation: Quantifying the Multi-Dimensional ROI of Al

The business case for Al in the contact centre isn’t built on abstract promises but on
measurable results. Al creates a new value equation, delivering returns across efficiency,
cost, customer experience, and employee engagement.

3.1 Driving Unprecedented Efficiency

Al directly addresses the long-standing inefficiencies of traditional contact centres. By
automating repetitive work and supporting agents in real time,
it drives measurable gains in speed, accuracy, and capacity.

Higher productivity: McKinsey - Improved first-contact resolution:
research shows that at one company Intelligent routing ensures customers
with 5,000 customer service agents, are matched with the right agent,
generative Al increased issue raising first-contact resolution rates.
resolution by 14% per hour and cut
handling time by 9%. + Smarter quality assurance: GenAl
can review every interaction for
Shorter handle times: Al-powered compliance and sentiment, cutting
tools streamline tasks like call QA costs and improving agent
analytics and after-call work, often efficiency.

reducing average handle times by
several minutes.

nttps://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier?
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Chapter 3: The Value Equation: Quantifying the Multi-Dimensional ROI of Al

3.2 The Financial Transformation:
From Cost Centre to Profit Engine

When Al boosts efficiency, those gains translate directly into financial value. Deploying Al
lets contact centres shrink costs and begin contributing to revenue and growth.

Cost Reduction Revenue Generation

Gartner projects that
conversational Al will lower
contact centre agent labor
costs by S80 billion by 2026.%
Looking further ahead, the
firm expects agentic Al to cut
overall operational costs by
30% by 2029.

According to McKinsey
organizations that deploy
advanced gen Al capabilities
in customer assistance and
collections.can achieve up to
a 40 percent reduction in.
operational expenses?'

+ * McKinsey found that 63% of

organizations reported
revenue growth in areas
where Al was deployed, with
top performers nearly three
times more likely to see gains
above 10%.8 ;

Forrester reports that 59% of
managers believe blendi?.Al
with human agents boosts

retention and customer
lifetime value.®

Al also subpor"'.’trs sales by'
flagging real-time upsell and

cross-sell opportunities.

4 https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier?
7 https://www.mckinsey.com/capabilities/risk-and-resilience/our-insights/the-promise-of-generative-ai-for-credit-customer-assistance
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Chapter 3: The Value Equation: Quantifying the Multi-Dimensional ROI of Al

3.3 The Flywheel Effect: Linking Employee Experience
(EX) to Customer Experience (CX)

Al creates aself-reinforcing cycle between employee and customer experience:

AlEnhances EX:
Automating repetitive tasks and assisting agents in real time reduces
burnout and boosts engagement.

Better EXImproves Performance:
Supported agentsresolve issues faster and more accurately.

Improved Performance Elevates CX:
Forrester reports that executives in Al-adopting firms saw an average 82% >
improvement in customer satisfaction.

Superior CX Drives Growth:
Happier customers are more loyal, fueling revenue while operational
efficienciesreduce costs.

Al, therefore, is not just a cost-cutting tool but a long-term growth_ enhgine.

- !.,,'
4

4 htt;')s://www.gartner.com/en/newsroom/pressfreleases/2022—03—3‘fgartner—predictsfconversational—ai—will—reduce—contac
Shttps://www.gartner.com/en/newsroom/press-releases/?°2°-%3-%_gartner-predicts-agentic-ai-will-autonomously-resolve-8°-percent-of-co|
3 https://www.mckinsey.com/cap‘abilities/quantumblack/our—ins_\'ghts/the—state—of—ai

9 https://www.forrester.com/press-newsroom/forrester-2°2*-us-customer-experience-index/
10 tlttps://www.forrester.com/report/ais—impact—on—cu%tomer—sa(isfacaion/RES”““/
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Chapter 4: The Augmented Workforce: Redefining the Human Role

A common concern with Al adoptionisitsimpact on jobs. While the narrative often frames Al
asareplacement,incontact centresit acts as an augmentation tool, enabling humans and Al
towork together more effectively than either alone.

4.1 Al + Human:
A Collaborative Model

The most effective strategies focus on Al-
human collaboration. Al handles high-
volume, routine tasks and processes vast
amounts of data, while humans bring
empathy, judgment, and

creativity.

Gartner warns against aiming to replace
employees entirely: some level of assisted
service is always needed. ™

Customer behavior reflects this — despite
growing digital interactions, human-to-
human contact still grows about 2%
annually, often for complex issues or
failed digital experiences. 2

4.2 The Evolution
of the Agent:
From Agent to Advisor

As Al handles routine inquiries, the
human agent’s role is shifting from
transactional tasks to high-value
advisory work. Agents become
“advisors” and “empathy providers,”
focusing on complex issues that require
judgment and personal attention.

To thrive in this environment, agents
need new skills —data analysis,
emotional intelligence, and a basic
understanding of Al systems, as
highlighted by Gartner. '




Chapter 4: The Augmented Workforce: Redefining the Human Role

4.3 Reconciling the Forecasts: Task Automation vs.
Workforce Transformation

Research presents anuanced picture. While Agentic Al is projected to automate up to 80% of
routine service tasks by 2029, human agents remain essential for complex, sensitive, and
high-value interactions. ™

The key implication for leaders is that Al drives

a workforce transformation, not simple headcount reduction.
Contact centre roles will shift toward a smaller,

highly skilled team of “advisors” and expert

problem-solvers.
Success depends on attracting,
developing, and retaining
this elite talent, while
redesigning workflows
to maximize

the complementary
strengths

of humans

and Al.

T https://www.gartner.com/en/newsroom/press-releases/2024-04-09-customer-service-leaders-must-invest-in-ai-to-enable-not-replace-employees

"2 https://www.cmswire.com/contact-centre/16-important-call-centre-statistics-to-know-about/

'8 https://www.gartner.com/en/newsroom/press-releases/2025-03-05-customer-service-leaders-should-strategically-integrate-agentic-ai-to-enhance-efficiency-and-redefine-service-roles
 https://www.gartner.com/en/newsroom/press-releases/2025-03-05-gartner-predicts-agentic-ai-will-autonomously-resolve-80-percent-of-common-customer-service-issues-without-human-intervention-by-20290
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Chapter 5: Your Strategic Blueprint for Transformation

The journey from a traditional contact centre to an Al-powered experience hub is a
fundamental business transformation, not just a technological upgrade. Success requires a
strategic and disciplined approach that extends far beyond the procurement of software. It
demands a clear business case, a proactive strategy for navigating implementation
challenges, and adeepinvestment in the human side of change.

5.1 Building a Value-Focused Business Case

Every successful Al initiative begins with a sharp focus on business value. The strongest
programs aredesigned around outcomes rather than technology choices.

e Step 1: Diagnose First
Before exploring vendors,
organizations need to understand
their own pain points.Generative Al
can help by analyzing historical calls
and chats to highlight recurring
issues and inefficiencies.
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Step 2: Define SMART Goals

With pain points clear, set specific,
measurable, achievable, relevant, and
time-bound targets. These goals
become the benchmarks for success.

Step 3: Create a Phased Roadmap
Transforming the entire contact
centre at once is rarely effective.

A phased approach — starting with
quick wins, then expanding to more
complex initiatives — builds
momentum and funds future
investments.



Chapter 5: Your Strategic Blueprint for Transformation

5.2 Navigating Key Implementation Risks

Al adoption comes with risks that leaders must actively manage.

Technical Hurdles:

Integration with legacy systems is often the biggest challenge. Deep connections
to platforms like CRM are essential for Al to access the customer and operational
datait needs.

Data Readiness:

Alisonly as good as the data behind it. Strong governance,
anonymization, and quality checks are critical for compliance and effectiveness.

Al-Specific Risks:

Issues such as hallucination (generating plausible but incorrect
information) and bias require a Responsible Al framework with human oversight
andongoing validation.

Vendor Expertise:
Choosing a Partner to Ensure Project Success

* Acknowledge the primary point of failure: Many Al projects fail not because of the
software, but due toinexperienced design and execution. Choosing theright vendoris a
key way to mitigate thisrisk.

* Prioritize proven experience over features: Look for partners with atrack record of
successful, real-world deployments and deep expertise in strategic project design.

« Demand atransformation partner, not a software supplier: The ideal vendor supports

your organization through the entire journey — from system integration and process
redesigntochange management and value realization.
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Chapter 5: Your Strategic Blueprint for Transformation

5.3 The Human Dimension: The 70% Investment

Technology alone cannot ensure a successful Al transformation. The most critical factoris
investing in the people who will use and manage these systems.

Research from BCG shows a gap: 72% of leadersregularly use GenAl, but adoption among
frontline employees is only 51%, largely due to insufficient training. Only 36% of employees
feel their training isadequate.™

BCG recommends a resource allocation model for Al success: 10% for algorithms, 20% for
technology and data infrastructure, and 70% for the human dimension —processes,
training, and change management. '® Treat Al projects as business transformations,
investing in people and processes as much asintechnology.

'S https://www.bcg.com/publications/2025/ai-at-work-momentum-builds-but-gaps-remain
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Chapter 6: The Future Horizon: From Reactive Hub to Proactive Engine

Al is already transforming contact centres, but innovation continues to accelerate. Leaders
must adopt current technologies while preparing for a future defined by greater autonomy,
pre-emptive service, and machine-to-machine communication.

The Next Wave of Customer Engagement
The Dawn of Agentic Al

Agentic Al represents the next evolution: autonomous systems that understand high-level
goals and execute complex, multi-step tasks across multiple applications without human
guidance.

Gartner predicts that by 2029, agentic Al could resolve 80% of common service issues
autonomously, cutting operational costs by 30%.

The shiftis from conversation to action: where achatbot guides acustomer, agentic Al
completesthe taskitself.

The Pre-emptive Paradigm

Future customer service will move from reactive problem-solving to preventing issues
before they occur. Agentic Al combined with predictive analytics enables pre-emptive
interventions. Gartner calls this “pre-emptive customer service,” the new gold standard.

The Rise of Personal Al Assistants

Customer-owned personal Al assistants will increasingly interact with companies, creating
high volumes of machine-to-machine communication. Organizations that cannot deploy
theirownintelligent Al agents to manage these interactionsrisk falling behind.
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Conclusion: O/ S

"

Architecting Your Experience Hub -

For decades, contact centres have been
reactive hubs, focused on handling
inbound issues and containing costs.
This model is increasingly obsolete.

The future contact centre will be
proactive and largely outbound. Al
systems will manage the majority of
routine tasks and pre-emptively resolve
issues, while humans — though fewer in
number — will play an even more critical
role. Elite advisors will oversee Al
operations, handle complex escalations,
and ensure high-value customer
interactions succeed.
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Managing the rise of customer-owned
personal Al assistants further
underscores the need for a proactive
hub. Organizations that cannot
intelligently interact with these Al-driven
interactions risk falling behind.

For decision-makers, this shift is
strategic. Al investment is no longer just

about efficiency; it's about creating a
proactive “experience hub” that serves

as a strategic enterprise asset.
Success metrics will move beyond

AHT and FCR toward measures such as
issues pre-empted, successful machine-
to-machine transactions, and customer
lifetime value. Leaders who embrace
this transformation today will define the
future of customer engagement and
secure a lasting competitive advantage
in the age of Al.

24



Let’s build

your roadmap \

to get there

Schedule your complimentary
Al Strategy Session today.

About Graia

Graia is an Agentic Contact centre-as-a-Service (CCaaS) and GenAl platform purpose-built to deliver more
empathetic, intelligent, and autonomous customer experiences at scale. By combining deep customer
experience (CX) expertise with proprietary Agentic Al and fully owned CCaaS IP, Graia helps enterprises drive
revenue, enhance productivity, and scale support with confidence.

Unlike traditional platforms, Graia adapts in real-time, interpreting user intent, tone and behaviour to
personalize interactions across service, sales and operations. Graia’s conversational and GenAl models
prioritize the user’s perspective, allowing brands to deliver human-like responsiveness and bring a new level
of understanding to every user interaction.
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